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One month after reopening, 
San Francisco may be the 
Safest place in the world 

to party — but variants 

and vacationing 

anti-vaxxers 

could complicate 

the recovery. N 
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Personal Injury Elder Abuse 


THANK YOU 

SF WEEKLY READERS 
FOR RECOGNIZING 
CHRIS DOLAN 

BEST INJURY LAWYER 
IN SAN FRANCISCO 


DOLAN 


AW FIRM 


Whistleblower 


Civil Rights 


Employee Rights 


FOR SIX YEARS IN A ROW! 


And by the way, others agree with you. 
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CHRIS DOLAN Founder & Chief Legal Counsel, Dolan Law Firm PC 


TRIAL LAWYER OF THE YEAR San Francisco Trial Lawyers Association 


TRIAL LAWYER OF THE YEAR Consumer Attorneys of California 
TOP 100 LAWYERS IN CALIFORNIA Daily Journal 
CALIFORNIA SUPER LAWYERS TOP 100 

CALIFORNIA LAWYER OF THE YEAR 


THE BEST LAWYERS WE HOPE YOU'LL NEVER NEED® 
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MASK OFF 


The city’s stellar vaccination rate 
means risk of infection in bars and 
clubs is low. But tourism and the 
Delta variant could change that. 

BY BENJAMIN SCHNEIDER 

PAGE 10 


THE STRUGGLE IS REAL 


Bars, clubs, and live music venues 
may now reopen, but getting back 
ontrack isn't as easy as it may 
appear from the outside. 

BY SIENNA BARNES 

PAGE TI 


BOOZELESS BEVERAGES 


Sophisticated suds and high end 
cocktails — now served alcohol- 
free. 

BY LILY SINKOVITZ 

PAGE 12 


LIBERTINE LIBATIONS 


The Marina restaurant returns with 
its Signature mashup of luxe bar 
bites, traditional fine dining fare, 
and distinctly S.F. aesthetic. 

BY VERONICA IRWIN 

PAGE14 


SOARING 


Meet the three cousins about to 
launch Flight, Park Merced's first 
retail pot shop. 

BY ZACK RUSKIN 

PAGE 18 
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Surges. PPE Shortages. COVID Exposures. 


Through it all, we keot coming to work to care for our patients. We've been 
short staffed for so long we can't remember what a normal day used to feel 
like. When we're exhausted, we cant give patients the care they deserve. 


But Instead of investing In caregivers, Sutter Health is choosing to lay off 
workers and keep departments understaffed, even after they pocketed $843 
million in federal COVID funds and $189 million in profits this year. We can’t go 
lami comaalisy 


Syrelamuatem er-luldrelamclate (oM-x-) [Um Ulal i AelgeVsoulak-\an(=t-] 140 mROMIole 
Sutter know - we need more healthcare workers, not |4@ss. 
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The ball's in your court. 


Are We There Yet? 


F OR 15 LONG months after Mayor London Breed issued her unprec- 
edented shelter-in-place order, San Franciscans demonstrated their 
unwavering dedication to flattening the curve. Few, if any, American 
metros adhered to pandemic-era rules like we did. So strong was our 
adherence to the advice of Dr. Anthony Fauci that in April of 2021, a San 
Francisco Chronicle study of local cell phone data concluded the Bay Area 
was extreme’ in its dedication to COVID-19 recommendations. 

Then, last month, on June 15, the masks came off. California lifted the 
vast majority of rules aimed at slowing the spread of the novel coronavi- 
rus, and many proved they were more than ready. Photos and videos of 
packed nightclubs and bars flooded social media, the Stern Grove Festival 
welcomed thousands of music lovers to the Rhoda Goldman Concert 
Meadow, and media reports about the Delta Variant did little to curb 
enthusiasm. 

It would seem that if San Francisco were at risk of enduring another 
surge — such as the one that wracked California in the wake of the 2020- 
21 holiday season — signs of an infection spike would be showing up 
right about now. We're a full 30 days past the official reopening date, and 
it’s been close to two weeks since the Fourth of July weekend. 

But according to health officials, San Francisco may be the safest place 
to live it up without a face covering — at least for now (page 10). 

While San Franciscans may be ready to live it up with their friends, not 
all local venues are ready to receive revelers. Live music venues, in partic- 
ular, still have a steep hill to climb as they work their way back from 16 
months of lockdown. Some, like The Independent, have already started 
hosting indoor, maskless shows. But others, like The Great American Mu- 
sic Hall and Bottom of the Hill, are holding off for a bit longer (page 11). 

Changes in drinking habits are also leaving their mark on San Francis- 
co's nightlife industry. The rise in popularity of non-alcoholic adult bev- 
erages has been a boon for at least one local entrepreneur. Ocean Beach 
Cafe, which opened in January, specializes in booze-free beers, wines, 
and cocktails. And business is booming (page 12). 

Flip through this week's issue to read these stories and find out where 
you can enjoy a gilded burger (page 14) and learn the fate of all those 
beautiful pandemic-era murals that once brightened the facades of 
boarded up local businesses (page 16). 


— Nick Veronin, Editor 
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PARKLET ZONE 


MULL hd 


It’s about time for the par- 
klets to go! Great idea for the 
COVID shutdown to help out 
the businesses, but now we 
want our parking spaces back. 

How many have we lost in 
the last few years? Between 
the tech bus special-deal spots, 
bike lanes, bike racks, closed 
roads, and closed parks, Uber 
privileged spots and now all 
those parklets — we’re up 
around 10,000 parking spaces 
— gone, gone, gone. 

Many of us are not as 
abled as the self-centered bik- 
ers and now restaurants. Why 
do some restaurants get to 
increase their square footage 
by 25-50 percent for basically 
free, when the business next 
door gets no sweetheart deal. 
And that’s not even taking 
into consideration how nasty 
those things have become as 
semi-permanent homeless 
hang outs — the 42 parklets 
on my four surrounding 
blocks constantly smell of 
urine and feces. It’s time to 


get rid of the parklets! 
— West Hughes © 


YABBA DABBA DANK 


LLL hh hdd sssddcciiiiede 


The weed industry has be- 
come an arms race that no 
one wants fought. Who aside 
from permanently zonked out 
super-stoners wants concen- 
trate THC crystals? Thats the 
weed equivalent of a ICBM on 
your brain (brain emoji) One 
toke and I'd be in state of high 
anxiety begging to be hospi- 


talized. . 


— @EphantLel 


CALTRAIN “POWER 
STRUGGLE’ 


MULLLLLLLLLLLLTLULLDUULTUUULDLTN NN bd 


A good historical overview 
and a reminder that @Sam- 
Trans has been the only con- 
sistent and dedicated steward 
of @Caltrain. 


—@SMCPolitical €) 
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With the pandemic waning and rideshare drivers in 
Short supply, cab drivers are stepping up. 


BY IDA MOJADAD 


opened last month, Raquel 

Santizo headed to a bar in the 
Mission. But when it was time to 
get back to her place in the Inner 
Richmond, rideshare prices had 
jumped as high as $100. 

“T ended up waiting it out until 3 
a.m. or so when it was still a steep 
$39,” Santizo says. 

It’s become a hot topic of con- 
versation among her network of 
20-something professionals. “We 
just can’t stop talking about how 
high the [rideshare] prices are get- 
ting. It’s ridiculous.” 

If it continues, Santizo is con- 
sidering switching to taxis or bikes 
to save money. And she’s not the 
only one. The extreme markup 
during peak hours by companies 
like Uber and Lyft — commonly 
referred to as “surge pricing” — is 
driving rideshare customers back 
to good old-fashioned taxicabs. 
That’s quite a turnaround from 
the past decade’s transportation 
trends, which saw the big ride- 
sharing companies disrupting the 
once-dominant taxi industry. 

Matthew Sutter, a 29-year veter- 
an cabbie who didn’t work during 
the pandemic, estimates he has 
nearly doubled his business. Joseph 
Mullins, a driver since 2010 who 
now works for Yellow Cab, is mak- 
ing over $100 more each day than 
usual. Multiple people in his cab 
have noted the high costs of grab- 
bing rideshare cars from downtown 
toward the west side of The City. 

“We are definitely experiencing 
much better business than previ- 
ously,” says Barry Taranto, who’s 
been driving a cab for 20 years. 
“My income from Flywheel has 
gone up exponentially. A lot of the 
people that I’m getting have not 
ridden a cab in years.” 

Still, the taxi business isn't fully 
recovered. Only about half of the 
usual number of cabs were on the 
road in June, according to a San 
Francisco Municipal Transporta- 
tion Authority spokesperson. 

Prior to the pandemic, Uber and 
Lyft had whisked away customers 
by offering passengers inves- 


A FTER SAN FRANCISCO re- 


tor-subsidized rides for cheap, 
enticing drivers with bonuses, and 
skirting around taxicab regula- 
tions that were later rewritten in 
their favor by the state. The cab 
industry’s shortcomings at the 
time — cash only, technology gap, 
decentralized dispatch to request 
rides and picky drivers — made it 
an easy choice for many. 

But it looks like the era of mil- 
lennial luxury on the dime of ven- 
ture capitalists is over. When you 
add in the ongoing driver shortage, 
shareable rides removed during 
the pandemic, and reduced Muni 
service, San Franciscan’s regular 
modes of transit are scrambled. 

“People have really learned to 
use these apps and do the price 
comparisons, says Susan Shaheen, 
co-director of the Transportation 
Sustainability Research Center at 
University of California, Berkeley. “A 
big question that is out there is, ‘Are 
people loyal to a particular brand or 
particular type of service?” 

In that vacuum, taxicabs are 
having a bit of amoment. But no 
one is assuming the resurgence is 
guaranteed to continue. 

Many drivers switched to food de- 
livery services like Doordash during 
the pandemic and have been reluc- 
tant to return to strained relation- 
ships with Uber and Lyft. However, 
unemployment benefits are tapering 
off and rideshare drivers will even- 
tually come back. With that, surge 
pricing should calm down. 

Still, the influx of cab passengers 
provides an opening for the in- 
dustry to retain customers. People 
have noted that taxi drivers tend 
to know how to drive in the city 
better, are stringently vetted, and 
are more fairly compensated. 

“To some degree, there’s a level 
of professionalism that you get 
with a taxi driver you don’t get 
with Uber and Lyft,” says Hansu 
Kim, president of Flywheel Tech- 
nologies. “We're at the perfect 
storm for this moment.” 


Ida Mojadad is a staff writer for the SF Examiner. 
© @idamoj 


ENJOY AMAZING BENEFITS WITH A GOLD PASS: 


e Season-long access to California's Great America, 
including special events 


Season-long access to the new South Bay Shores waterpark 
FREE Parking at Great America 

Exclusive ride times and discounts 

Bring-a-Friend discounts on select dates 
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California’s 


Great America 


Visit cagreatamerica.com for the latest safety protocols 
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Can Woke Branding Be Authentic? 
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Left to right, Quinnton Harris, Joy Ekuta, Ajene Greene, Chijioke Amah of Retrospect. 


HE COMMERCIAL BEGINS 
with a tall, lanky model pos- 
ing for a photo in the door- 
way of a street-level shop. 
However, it’s not the photographer 
she’s paying attention to: she’s 
focused on the protesters march- 
ing by. Compelled by the activist’s 
energy, she leaves the photoshoot 
to join the march, dramatically 
pulling off her wig, wiping off her 
makeup, and changing into a more 
casual set of clothes as she does so. 
A racially and gender diverse group 
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tellaJuneteenth launc 


nreact tothem. BYVERONICA IRWIN 


of individuals smile and wave at 
the camera, signaling to viewers 
their approval of the situation. 

Then, the camera cuts back to 
the model, in the crowd, with a 
bright idea. With a glimmer in her 
eye, she charges to the front of the 
protest line, confronts a group of 
police officers, and hands a partic- 
ularly attractive-looking officer a 
can of soda. He cracks it open and 
drinks. The crowd cheers. 

When Pepsi released their 2017 
commercial with Kendall Jenner 


SFWEEKLY.COM 
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the company became the object 

of international criticism. The ad 
was not only tone deaf — after all, 
if you think protestors’ beef with 
police is all about their different 
taste in soda, you're missing the 
point — but also demonstrated 
the consequences of poor corpo- 
rate representation. Many critics 
squarely placed blame for the 
cringe-worthy ad, which suggested 
Jenner was at a Black Lives Matter 
Protest, on the lack of diversity at 
the company. The assumption was 
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that if a Black people had a seat at 
the board room table, such an ad 
would have never existed (Pepsi 
never revealed demographic data 
for the in-house marketing team 
which created the ad). 

A particularly popular tweet au- 
thored by the comedian and writ- 
er Travon Free put it succinctly: 
“the Kendall Jenner Pepsi fiasco 
is a perfect example of what hap- 
pens when there’s no black people 
in the room when decisions are 
being made.” 

Chijioke Amah, a user experi- 
ence designer living in the Bay 
Area, has an updated take. “That’s 
being reactive,” he says of the ad. 
Marketers see a grave injustice 
happen, and decide that is the 
moment to take a social stand, 
even though they hadn’t been do- 
ing the work before, he explains. 
This, Amah says, is an example of 
“inauthentic storytelling” — the 
multilayered consequence of not 
having Black perspectives in the 
room when major decisions are 
made. “You think this is the right 
thing to do, that this is the right 
type of content to speak to that 
[injustice] — and it was complete- 
ly tone deaf.” 

That’s why Amah, along with Joy 
Ekuta, Ajene Green and Quinnton 
Harris, have co-founded their own 
design studio to fix this problem. 
The Oakland-based studio, called 
Retrospect, is made up of a team 
of Black creatives who want to help 
brands more tactfully craft social 
impact-driven messages. Their cli- 
ents span from large corporations 
in the automotive and retail space 
to smaller, digitally-based brands, 
for whom they help teams strat- 
egize their user experience and 
creative direction. 

The goal, they say, is to work 
with these brands to devise “count- 
er-intuitive” solutions — rather 
than crafting reactionary cam- 
paigns, they want to help brands 
reimagine their value proposition 
and think about how they can 
make social impact a core element 
of their product. They plan to 
match newer brands to those with 
existing cultural heft — similar to 
how Beyonce's Ivy Park collaborat- 
ed with Adidas, for example — and 
help big brands develop stronger 
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relationships with the young, so- 
cially-conscious consumer. Diver- 
sity is their strength: not only is it 
an all-Black team, but also one that 
is neurodiverse, gender-diverse, 
and skills-diverse, with members’ 
backgrounds all adjacent to tech, 
but ranging from sales to design. 
“Not only will we be invited to the 
table, but it’s actually our table,” 
explains Amah. “When we have ev- 
erybody here, we can't really miss 
the mark.” 

The four founders first met as 
part of the group Hella Creative, 
which created the #HellaJune- 
teenth campaign last year to make 
Juneteenth a national holiday. The 
group created an online signature 
campaign to pressure companies 
to acknowledge the holiday, and 
ultimately gathered commitments 
from 655 of them including Twit- 
ter, Netflix, and Buzzfeed. Their 
work was a key factor in getting 
several states and, ultimately, the 
federal government to officially cel- 
ebrate Juneteenth this year. Quin- 
nton Harris, one of the co-found- 
ers of Retrospect, co-founded Hella 
Creative, while Amah, Ekuta, and 
Green participated in the #Hella- 
Juneteenth campaign. 

But if there’s one thing the team 
at Retrospect makes clear, it’s that 
they don't believe in centering so- 
cial justice just one day out of the 
year. Though the studio’s founders 
expect to be hired for some diversi- 
ty and inclusion-centric campaigns 
— as is par for the course asa 
Black studio, they say — they’re 
most excited about making ever- 
green brand stories more inclusive 
from the start. 

“When people see a group like 
ours, it’s easy to just automatically 
think ‘oh, that’s just a multicultural 
agency, explains Ekuta. “What 
we re trying to show is that the 
types of solutions that we come up 
with, for any sort of business prob- 
lem, will be different because we 
have a different lense, a different 
perspective, and a different way 
of approaching it because of our 
experiences.” 


Veronica Irwin is a contributing writer. 
© @vronirwin 
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Burlingame 650.844 ./222 
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bed for any room! Outlet Center San Mateo Sop 6S 44 July 15, 2021. 
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Sag over the past year, we fully expect print, web, and other 
Visit our large showroom 


things to get better. marketing avenues reaching 
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As bad as things have gotten We can help by offering 


Free onsite parking 








HIBERNATION IS 
FINALLY OVER. 








~ SUPPORT YOUR STATE BY VACATIONING HERE ~ 
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SIDEBAR \ FIGHT THE BITE Fu 


The Aftermath of aDog Attack 





The law does not recognize animals as a part of your family, but you are entitled to certain damages. BY CHRISTOPHER DOLAN & AIMEE KIRBY 


A German shepherd mix suddenly darted towards Piper and 


() N MAY 25, 2020 we brought our small dog Piper to a dog park. 


grabbed her neck. In a matter of seconds, blood was everywhere. 
The dog ended up biting both of us as we tried to rescue Piper. Before 
we left my husband took a picture of the woman’s car insurance card, 
and she told us she had homeowner’s insurance with the same compa- 
ny. Piper passed away later that day. We are both very upset and don’t 
know what can be done to hold this dog owner responsible. 


curred to poor Piper. Our dogs 

are like members of our family 
and seeing them in pain is hard for 
us. The law hasn't really caught up 
to how we, in our hearts, feel about 
our animals. Our little furry family 
members are still considered prop- 
erty under the law, and the food, 
training, and hours of love that we 
put into making them happy are 
not something the law recognizes 


: AM SO sorry to hear what oc- 


— Adriana 


as damages in California. 

Under Negligence and Strict Li- 
ability legal theories, you may have 
a potential claim for any physical 
injuries you and your husband suf- 
fered by the dog attack on this day. 
California law defines negligence 
as the failure to use reasonable care 
to prevent harm to oneself or to 
others. A person is negligent if he 
or she fails to do something that a 
reasonably careful person would do 


Cul Mevet 


3585 California St., S.F., CA 94118 


in the same situation. In California, 
you aren't required to prove that 
someone acted unreasonable to 
seek your damages, as we have a 
Strict Liability regarding dog bites. 
Strict Liability imposes liability by 
the act itself and you don’t have to 
prove the owner acted unreasonable 
to seek this damage. In addition to 
being able to seek your veterinarian 
bill, money, another dog when you 
are ready, your own medical expens- 
es, and pain and suffering, you also 
have a claim for Negligent Infliction 
of Emotional Distress. 

Negligent Infliction of Emotional 
Distress allows you to collect dam- 
ages for witnessing your husband 
getting bitten and damages for him 
for watching you get bitten. We of- 
ten refer to this claim as a bystander 
damage claim. 

You were very wise to get a pic- 
ture of her insurance card. If you 


do a web search for the carrier, you 
may find you can submit your claim 
through an online portal on their 
webpage. They will want the veteri- 
narian bill, pictures of your injuries 
and any medical bills and medical re- 
cords that document your losses. If 
you missed any work, they will want 
to see a pay stub 
to determine your 
rate of pay anda 
medical provider 
note verifying you 
needed the time 
off work. Some- 
times the carrier will ask for your 
statement or for you to sign authori- 
zations to get your medical records. 
You are not required to give a state- 
ment and you are not required to 
sign authorizations. Once the carrier 
has this information, they will make 
you an offer based on the damages 
presented. Remember, you are not 


SPONSORED 
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required to accept their first offer, 
and can negotiate with them. Once 
a final number is agreed upon a re- 
lease will be sent. Once the release is 
signed, the insurance company will 
forward the settlement proceeds. 

When a case is resolved, mean- 
ing you have signed a release and 
received the settle- 
ment, that will be 
the total amount 
of money you will 
receive. You cannot 
come back and seek 
additional sums for injuries that 
crop up late. As such, it is very im- 
portant you know the full extent of 
your injuries. 


Christopher B. Dolan is the owner of the 

Dolan Law Firm. Matthew D. Gramly is a Senior 
Associate Attorney based in our San Francisco office. 
© help@dolanlawfirm.com. 
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THE BARS & CLUBS ISSUE 


AreWe The 
World’ 


Safest PI ace . ¢ "7 


toParty? 


OR THOSE WHO have 

begun to engage with the 

world again, there’s been 

a strange cognitive disso- 
nance. In grocery stores, on public 
transportation and airplanes, and 
in schools and childcare facilities, 
masks are either required or highly 
recommended. But in bars, restau- 
rants, clubs, and entertainment 
venues like Oracle Park and Stern 
Grove, people are partying bare- 
faced like it’s 2019. 

Different legal orders, different 
populations, and different levels 
of comfort and anxiety help ex- 
plain San Francisco’s checkered 
masking situation. It’s a bit of 
an irrational arrangement, with 
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relatively riskier activities seeing 
less masking than relatively safer 
ones, but for now, doctors say, 
so far so good. San Francisco's 
incredibly high vaccination rates 
and low transmission rates mean 
that even crowded bars in the 
city, while not risk free, are still 
probably safer than their counter- 
parts almost anywhere else in the 
world. However, the Delta variant 
and a possible post-Fourth of July 
surge could change things quickly. 
“Right now, the environment is 
safe” for party people, says Peter 
Chin-Hong, an infectious disease 
specialist at UCSF. “But things are 
changing very rapidly, so people 
have to be on their guard.” 
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VIRAL LOAD 


Since California fully reopened on 
June 15, things have gone remark- 
ably smoothly, and in San Francis- 
co, even more so. 

As of July 12, TK percent of the 
city’s population 12 and up had re- 
ceived at least one dose of vaccine, 
and TK percent have completed 
their vaccine series. (Only about 
50,000 people in the city received 
the one-dose Johnson and John- 
son vaccine.) 

Transmission rates were increas- 
ing slightly even before Indepen- 
dence Day, with TK new cases per 
day as of TK. The increase is likely 
attributable to the June 15 re- 
opening, as well as the circulation 
of the more contagious Delta vari- 
ant. That’s up from a low of about 
10 new cases per day in early June, 
but still way down from the win- 
ter’s post-holiday surge, when new 


case counts reached into the 300s. 
Even as cases creep up, deaths and 
hospitalizations have remained 
low. San Francisco has not record- 
ed a COVID-19 death since TK. 
Those two categories of statistics 
— new cases vs. deaths and hos- 
pitalizations — will be important 
to distinguish in the next phase 
of the pandemic, Chin-Hong says. 
As the Delta variant continues to 
circulate, which renders existing 
vaccines somewhat less effective 
at preventing infection, more 
vaccinated people will become 
infected with the coronavirus. But 
very, very few of them will get sick 
enough to be hospitalized or die. 
“I’m confident that our hospi- 
talizations and deaths will remain 
very low, because we vaccinated 
not just most of the people, but we 
vaccinated really a lot of the peo- 
ple who can get into trouble with 
COVID,” like seniors and people 








with preexisting conditions, Chin- 
Hong says. 

In Los Angeles and San Diego 
counties, 99.8 percent of people 
who died of COVID-19 over the 
past six months had not been in- 
oculated against the virus, the Los 
Angeles Times recently reported. 
So far, less than half a percent of 
the 20 million Californians who 
have been fully vaccinated have 
tested positive for COVID-19. The 
percentages of vaccinated people 
who got sick enough to be hospi- 
talized, or who eventually died, are 
so minuscule as to be incompre- 
hensible to anybody other than a 
statistician, at 0.003 percent and 
0.00035 percent, respectively. 


PARTY SMART 


Where do these statistics leave us? 
If you're vaccinated, going out 
and enjoying life as normal in San 
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Francisco is still fairly safe, Chin- 
Hong says. But the specter of the 
Delta variant, as well as increased 
tourism from parts of the coun- 
try with low vaccination rates, 
mean the future remains murky. 

“If you asked me two weeks 
ago, or at the time of reopening, 
I would say yeah man, go burn 
your mask up, light it in a bon- 
fire,’ Chin-Hong says. But with 
the Delta variant beginning to 
infect vaccinated people in other 
countries, albeit almost never 
severely, ‘people should just be 
flexible and look at the data. And 
if you have symptoms, just go 
in and get tested. If you're vac- 
cinated, luckily, I can guarantee 
you that you're not going to get 
very sick.” Immunocompromised 
people who are vaccinated should 
continue to exercise caution, he 
emphasizes. And unvaccinated 
people, it goes without saying, 
should go get vaccinated. 

To err on the safe side, Chin- 
Hong recommends avoiding ex- 
tremely crowded bars and clubs, 
not staying in one particular 
place too long, and avoiding 
touristy spots. 

The last point speaks to the as- 
tonishing geographic variation in 
vaccination rates across America. 

“San Francisco is probably one 
of the safest places in the world 
right now,’ Chin Hong says. “I'd 
much prefer to go out in San 
Francisco... And definitely not 
go out in Mississippi, Alabama, 
Missouri, etc.” 

Some rural counties in the 





South and Midwest have vac- 
cination rates of less than 20 
percent of the eligible popula- 
tion, compared to more than 75 
percent in San Francisco. The 
vaccination divide tracks closely 
with political divides. A recent 
Bloomberg report found that the 
top 20 percent of counties ranked 
by support for Biden in the 2020 
election had a vaccination rate 
of 57 percent, as of late June. 
The 20 percent of counties where 
Biden performed worst had a vac- 
cination rate of 31 percent. 

But even here in San Francisco, 
people aren't exactly behaving 
rationally at this stage in the pan- 
demic. 

“People are aligning their risk 
mitigation practices with psycho- 
logical comfort, instead of poten- 
tial disease transmission risk,” 
Chin-Hong says. “At the Giants 
game, or at the movie theater, or 
in the bar, you just want to forget 
the rest of the world, including 
COVID.” 

Ironically, crowded indoor 
spaces, where you re staying in 
one place for an extended period 
of time, are where even vaccinat- 
ed people need to remain cog- 
nizant of COVID. The next few 
weeks should provide more clar- 
ity as to just how worried about 
Delta we should be. 

So party on with caution, San 
Francisco. 


Benjamin Schneider is a staff writer. 
© @urbenschneider 


A sign prompts guests to show proof of vaccination at the The Independent. 
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The Struggle ls Real 


Bars, clubs, and live music venues may now reopen, but getting back on track 
isn't as easy as it may appear from the outside. BY SIENNA BARNES 


HE SCENE OF Phone 
Booth’s reopening night 
will forever be etched in 
Steve Spingola’s memory. 

Though the Mission District 
watering hole was able to open 
last September, when San 
Francisco temporarily occu- 
pied the orange, or “moderate,” 
tier of California’s color-coded 
COVID-19 risk assessment 
system, Phone Booth has been 
mostly shuttered since Decem- 
ber 2020. 

It wasn’t until last June that 
the tiny dive bar was able to rev- 
el in their first night of full-ca- 
pacity, maskless, indoor service. 

“The whole bar was filled for 
the first time,” says Spingola, 
his voice cracking with emotion. 
“Someone put on ‘Still III’ by 
The Smith’s and the whole bar 
started singing together. At the 
end of that song, I shouted out 
‘Welcome home!” 

Spingola is happy to report 
that his patrons have returned, 
all of his bartenders are back to 
working full-time, and the Phone 
Booth is anticipating that this 
month is going to be their most 
profitable month in the history of 
the bar. But a packed house may 
not be enough to fully recover. 

One month into reopening, a 
quick glance at San Francisco’s 
nightlife and entertainment 
sector — which includes restau- 
rants, bars, nightclubs, and live 
music venues — would suggest 
that business is back to normal. 
Regulars are bellying up, dance- 
floors are packed, and indoor 
concert venues have already be- 
gun hosting live shows 

But after 16 months of pan- 
demic-induced hibernation, it 
will require more than the flip of 
a switch to restore San Francisco 
nightlife to the way it was in the 
before times. 


BILLS, BILLS, BILLS 


Even if this month is one for 
the record books, Spingola isn’t 
counting chickens. 





“We are really deep in the hole, 
and we don't know if we're going 
to be able to recover,’ he says. 
“We have a lot of back bills, ’'m 
talking about everything from 
PG&E to distributors. We love 
our customers, and are happy 
that they’ve returned, but it’s 
going to take a lot of money to 
get back.” 

According to Spingola, Phone 
Booth was awarded a federal 
grant from the Small Business 
Administration, as part of Pres- 
ident Joe Biden’s $1.9 trillion 
American Rescue Plan Act, which 
Congress passed in March. But 
their aid was rescinded in the 
wake of lawsuits brought by 
restaurant owners in Tennessee 
and Texas who alleged discrimi- 
nation. 

The plan contained a $28.6 
billion dollar allocation called the 
Restaurant Revitalization Fund 
(RRF). When the Fund was creat- 
ed in March, lawmakers ordered 
the Small Business Administra- 
tion to include a 21-day exclusiv- 
ity period, according to a report 
by The New York Times. During 
this period, priority was given 
to applicants for pandemic relief 
on the basis of gender and race. 
Only applications from women, 
military veterans and “socially 
and economically disadvantaged” 
individuals were to be approved. 
This included those from certain 
racial and cultural groups who 
also had limited financial means 
according to the agency. 

For those whose aid has since 
been rescinded, the SBA said 
these applicants would only re- 
ceive funds once the SBA “com- 
pletes processing all previously 
filed non-priority applications, 
and only then if the RRF is not 
exhausted.” 

“We're the ones, my husband 
Jared and I, who came in when 
we reopened to scrub everything 
from top to bottom, to wash 
everything and get the place up 
and running,” says Spingola. “We 
didn’t have any money because 
we weren't making any money. 


We're really just grasping out for 
any help we can get.” 

With collection agents breath- 
ing down his neck, outstanding 
electricity bills owed to PG&E for 
the coolers and ice machines that 
remained running while Phone 
Booth was closed, and the in- 
vestments put towards outdoor 
areas during the more restrictive 
coronavirus measures, Spingola 
is desperate, stressed, and al- 
most at a breaking point. 

And he isn’t the only one. 


WHEN THE SV0G DROPS 


While bars like Phone Booth 
were ready to resume pouring 
drinks on June 15 — and some 
live venues, like The Indepen- 
dent, have opened their doors — 
other live music venues have re- 
mained shuttered until they can 
get a better idea of the lay of the 
post-pandemic landscape. The 
looming threat of unforeseen 
health orders made it difficult 

to build a full calendar of shows 
and events. That led some ven- 
ues, like the Great American Mu- 
sic Hall and Bottom of the Hill, 
to push back their reopening to 
August or early September. 

“The June 15 reopening date 
didn’t feel as certain as we need- 
ed it to to feel confident,” says 
Dave Bruno, general manager at 
the Great American Music Hall. 
“The cost of reopening, and the 
work that goes into it, only to 
have to potentially shut down 
again would have been really dif- 
ficult to manage.” 

Even as the uncertainty of re- 
opening subsides and calendars 
begin to fill up with shows, larger 
venues may still find themselves 
in a bind. 

Just like Phone Booth, the 
Great American is feeling a seri- 
ous financial squeeze. But unlike 
Spingola, Bruno has more to 
worry about than stocking and 
staffing a bar and settling up 
with vendors and distributors. 
Before opening their doors, 13 
concert halls will need to be 
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BY Lily SINKOVITZ 


OSHUA JAMES DIDN’T 
know exactly what to expect 
as he lifted the drink to his 
lips. The veteran San Fran- 
cisco bartender had been on the 
wagon for more than a year. Taking 
a sip of the “Jasmine” a familiar, 
warm and tingly sensation crept 
down his throat and filled his chest. 

James knew this was a pivotal 
moment, as he had managed to 
reproduce the qualities of one of 
his favorite cocktails without the 
alcohol. He was onto something. 

Years ago, if a non-drinker want- 
ed a virgin Jasmine cocktail, he 
would have told them to dream on. 
The refreshing, citrusy concoction 
is known for its potent, tangy 
punch, and aside from the juice of 
a fresh-squeezed lemon, each of 
its pleasant piquancies is derived 
entirely from gin, orange liqueur, 
and Campari. 

In his bartending days, the drink 
was James’ go-to cocktail recom- 
mendation for just about every 
person who walked into his bar 
— except, of course, for those who 
didn’t drink. And as James remem- 
bers, there were plenty who didn’t 
on any given night. 

He always endeavored to make 
his sober customers something up 
to par, grinding ginger, mint, and 
rhubarb to create beautifully pre- 
sented mocktails. But well before 
James himself decided to dry out, 
he wished he could make them a 
drink as spectacular and flavorful 
as the Jasmine. 

“No one was able to make drinks 
like that in the non-alcoholic world 
because the products never exist- 
ed,” says James. “It wasn’t possible. 
But now it is.” 

The Jasmine mocktail is once 
again at the top of James’ recom- 
mendation list — and it’s the most 
popular drink at his new San Fran- 
cisco restaurant, the Ocean Beach 
Cafe — but it’s far from the only 
non-alcoholic option. 

Over the past year, James has 
cultivated an impressive collection, 
and selection, of non-alcoholic bev- 
erages. His vast assortment is proof 
that the no-proof market has grown 
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volumes since the dawn of O’Douls. 

Bottles in all shapes and sizes 
line the cafes’ bar and deli counters. 
There are non-alcoholic spritzers, 
wines, bitters, and even spirits. The 
fridges are packed with dozens of 
non-alcoholic IPAs, champagnes, 
and seltzers. Some of the booze- 
free brews are even on tap. 

“When people hear that it takes 
a second to really register,’ James 
says. There’s never really been a 
non-alcoholic beverage culture in 
America. All of a sudden, it just 
blew up.” 

Fans of NA beers and cocktails 
can thank the pandemic — at least 
in part — for giving the trenda 
boost. Over the past 16 months 
interest in booze-free adult bev- 
erages has bloomed, and dozens 
of new brands have seized on the 
opportunity. 

James, for his part, is uniquely 
positioned to champion these 
liquor-free libations. He says 
customers have driven to Ocean 
Beach Cafe from all over Califor- 
nia just to stock up on the latest 
non-alcoholic beer or try a mock- 
tail that actually delivers a flavor- 


ful kick. 


MOMENT OF CLARITY 


James’ new business venture was 
inspired by his decision to put 
down the bottle. In December of 
2019, he had set out to quit drink- 
ing for a full year after spending a 
damp couple of decades in serving 
craft cocktails, brewing beer, and 
managing wine companies. 

In February, he checked himself 
into the Friendship House, a Na- 
tive American rehabilitation center 
based in San Francisco. Two weeks 
in, the pandemic hit. And although 
it couldn't have been planned, 
James says it was the best place for 
him to be. 

“I didn’t think I was that bad 
of a case, but thought it probably 
would only be a positive thing,” 
James says. “It was one of the best 
decisions I ever made. I got super 
into learning about the science 
of addiction. I thought I knew a 
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lot about alcohol, but I could not 
believe how much I didn’t know 
about its effects on the body and 
on the brain.” 

James left the facility in June 
with a commitment to a healthier 
lifestyle and resolved to drop al- 
cohol for good. But unlike many 
before him, he soon realized he 
didn’t need to give up on his love 
of mixology in order to maintain 
his sobriety. 

At that point in time, non-al- 
coholic beer was on the rise — 
thanks in part to well known 
brands like Heiniken recognizing 
the potential of a mostly un- 
tapped market. In addition to the 


Heiniken “0.0” brand, dozens of 
no or low (0.5 ABV) IPAs were also 
making their way into refrigera- 
tors around the country. 

In 2020, the overall nonalco- 
holic beer market grew almost 39 
percent, to around $187 million, 
according to the market research 
company IRI. Most were adver- 
tised as lower calorie, cleaner 
alternatives to beer, which would 
actually promote gut health — all 
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Joshua 
James of 
Ocean 
Beach Cafe, 
above, and 
ano-proof 
King Tide 
mocktail, 


left. 


while delivering the taste of a pret- 
ty damn good IPA. 

Using his expertly honed pallet, 
James began reviewing these bev- 
erages on social media as “Josh the 
Non-Alcoholic.” Within months, 
he became well known in the 
non-alcoholic beverage community 
and many up-and-coming beer 
brands began sending him their 
products. 

Wines and spirits weren’t far 





behind. Although the market is 
currently much smaller than that 
of boozy beer, it’s growing rather 
quickly. And in James’ eyes, new 
alcohol-free spirit brands are rev- 
olutionizing the sober drinking 
realm. 

James’ beloved Jasmine mock- 
tail is made using no-proof spirits 
from a brand that launched in late 
2020 called Dhos. Through a distil- 
lation and infusion process, Dhos 
has curated non-alcoholic gin, fla- 
vored liqueurs, and aperitifs. 

Unlike many before it, Dhos has 
been able to create a gin witha 
powerful kick. The trick isn’t exactly 
rocket science. It turns out spices 
and botanicals, such as juniper 
berries, impart their flavors toa 
drink even if it doesn’t contain any 
alcohol. Other spirits are a bit more 
tricky to emulate. No-proof vodka 
and tequila, for example, contain 
hints of chilli pepper or habanero. 


SOCIAL DRINKERS 


James was only a few months into 
building his collection when he 
opened the Ocean Beach Cafe in 
January. Since then, it’s become 
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a haven for those practicing so- 
briety but not looking to give up 
the taste of a great cocktail or the 
social aspect of drinking. 

Located on La Playa street be- 
tween Balboa and Caprillo, the cafe 
offers an atmosphere informed by 
James’ Hawaiian roots. Succulents 
and radiant art cling to the cafe’s 
seafoam green walls, and custom- 
ers can enjoy their beverages at the 
parklet out front, which features 
beautiful woodworking curated by 
his father, Ron. 

“T had this guy come in two days 
ago, and he said, ‘I have been sober 
for 12 years and | go out all the 
time. And for the last 12 years, it’s 
always just been, yeah, they don’t 
have options,” says James. “And 
now he’s like walking in and he’s 
like, ‘Oh, my God, I can’t believe 
this. This is amazing.” 

But while James has gathered 
many patrons in recent recovery, 
his popularity isn’t solely due to 
chip-carrying reciters of the Se- 
renity Prayer. 

“It’s not always people who 
have a problem. I'll tell you that’s 
actually a minority of the spec- 
trum, says James. It’s a part of 
the wellness industry. People just 
want to do something better for 
themselves. Millennials are the 
ones driving us.” 

As it turns out, millennials 
aren't just interested in the cafe, 
they’re driving the market itself. 
Fewer and fewer younger people 
are opting for traditional alcoholic 
beverages, and the demand for 
low or non-alcoholic beverages 
keeps climbing. According to 
Nielson data, 66 percent of mil- 
lennials have made an effort to 
reduce their alcohol consumption, 
and the trend is expected to creep 
backward into the Gen-X crowd 
and continue with Zoomers. 

Trends such as “Dry January” 
and “Sober October” have increased 
in popularity over the years, nor- 
malizing and setting a positive tone 
for sobriety. They've only become 
more popular over the pandem- 
ic-era and are attributed to the 
“Mindful Drinking Movement.” 

“It’s so nice to be drinking a 
cocktail and not be worried about 
how much alcohol you're putting 
in your body or how inebriated 
you are, says local college student 
Elinor Ford. “You're just focused 
on the person in front of you and 
the conversation you're having 
and you get to fully enjoy the 
drink without worrying about 
how it’s going to affect your body.” 


Ford stumbled upon the Ocean 
Beach Cafe last month and already 
counts herself as a regular. She 
says she had no idea such a selec- 
tion of beverages even existed. 

As a college student in San 
Francisco, Ford is no stranger to 
parties and has witnessed her fair 
share of binge drinking. She’s al- 
ways enjoyed a good cocktail, but 
over the pandemic, her thoughts 
on alcohol began to shift. 

“T realized that I had to be very 
conscious. And I remember think- 
ing that it would be really easy to 
drink a lot, ” says Ford. “I wanted 
to be intentional about how much 
alcohol I was putting in my body. 
It definitely drew me to non-alco- 
holic drinks.” 

After Ford’s first visit, she knew 
exactly who to tell about the se- 
lection — her roommate Abigail 
Bradshaw, who almost completely 
abstains from drinking. 

With a history of alcoholism in 
her family, Bradshaw has always felt 
strongly about abstaining, but it 
doesn’t stop her from having a good 
time with friends. When hitting the 
town with Ford, she typically opts 
for a non-alcoholic option. 

“It’s been so exciting to find 
somewhere that had sophisticat- 
ed and really unique drinks that 
weren't just like a sugary, virgin 
pina colada,” says Bradshaw. “I 
think what’s so unique about what 
they're offering is it’s not just the 
cocktail with the alcohol removed. 
It’s the actual flavor of the tequila 
or vodka shot. It was something 
exciting that I could compare to 
what my friends were drinking.” 

Bradshaw’s first drink at Ocean 
Cafe was the Jasmine mocktail. And 
ever since, she’s seen her future of 
sobriety not as a chore or challenge 
— but something exciting. 

“It feels so much more like 
you re part of the group when 
you are having a drink with your 
friends rather than feeling like, 
‘Oh, I’m the designated driver, I'll 
have a Coke,” Bradshaw says. “It 
feels so much more like you're a 
part of the social event when you 
do have a drink in your hand.” 

Enthusiasm from newcom- 
ers such as Bradshaw has made 
James realize his bartending days 
are far from over. And this time, 
he’s able to serve drinks like the 
Jasmine to all of his customers, 
regardless of their age or commit- 
ment to sobriety. 


Lily Sinkovitz is an intern at SFWeekly. 
© @LilySinkovitz 


«11 cleaned top to bottom, and 
potentially equipped with 
a touchless point of sale system. 
The audio equipment that has 
laid dormant for more than a year 
needs to be brought back online 
by a staff of trained engineers and 
stage hands. Plus, once all these 
pieces are in place, Bruno will 
need more than a handful of de- 
voted patrons to make throwing a 
show financially viable. 

Supply chain issues are also 
complicating matters, as small 
bars and major live music venues 
compete for kegged beer, appli- 
ance components, and other ne- 
cessities that they once took for 
granted. Bruno says he recently 
paid $7 a piece for bar mats that 
cost $4 before the pandemic. 
What’s more, after the alcohol 
industry struggled to meet the 
demand of consumers drinking 
primarily at home, it is now work- 
ing to shift back to a model where 
beer, wine, and spirits are served 
from behind a bar. 

Ultimately, however, all of 
these hurdles come down to one 
thing — money. And until Bruno 
and others get some assistance, 
which they expect in the form of 
a nightlife-specific federal subsi- 
dy, getting back on track is going 
to be a tall order. 

“The money we're waiting on 
from the Shuttered Venue Oper- 
ators Grant (SVOG) is really criti- 
cal,” says Bruno as he enumerates 
his to-do list. “Once we receive 
that, we can pay off our vendors, 
service our beer lines, and replace 
equipment.” 

The SVOG is a federal relief 
fund, earmarked for live mu- 
sic and art venues affected by 
COVID-19. As of July 6, the 
SVOG has handed out $2 billion 
in aid, or about 12.5 percent of 
its $16 billion budget, to 4,222 
recipients according to a report 
released by the Small Business 
Administration, which is oversee- 
ing the distribution of the funds. 

Lynn Schwarz, co-owner of 
Bottom of the Hill, is also bank- 
ing on the SVOG to do some 
much needed refurbishment. 

“Years of punk rock shows take 
their toll on any restroom!” she 
says. 

Both Bruno and Schwarz are 
in different phases of the waiting 
process for SVOG funds. Bruno 
says he was approved for a grant, 
but that disbursement has been 
delayed. He was first told money 


“Years of 
punk rock 
shows take 
their toll 
on any 
restroom!” 


—LYNN SCHWARZ, 
BOTTOM OF THE HILL 
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would come through on July 4, 
but that date was then pushed to 
July 15. Schwarz does not know if 
her club will even qualify. 

Getting the money would be 
a “game changer” for Bottom of 
the Hill, according to Schwarz. “It 
will mean the difference between 
limping to the finish line of this 
marathon, and being able to open 
with some amount of confidence 
and a few dollars.” 

Neither Bottom of the Hill 
nor the Great American benefit 
from the perks that Mr. Tipple’s 
Recording Studio enjoys. The live 
jazz venue is legally a restaurant, 
and actually reopened in April. 
Still, even while Mr. Tipple’s is 
fortunate to have an alternative 
revenue stream and although the 
venue's founder, Jay Bordeleau, 
gives credit to his “amazingly 
reasonable landlord,” money is 
still tight. 

A little bit of assistance from 
the SVOG would be “hugely 
helpful in taking care of our back 
books and giving us a sound foot- 
ing,’ Bordeleau says. 


HOMECOMING 


“It’s been a very stressful 15 
months,” says Rakesh Modi, 
owner and manager of the SoMa 
nightclub, OMG. “Expenses 
mounted while we were closed as 
there was absolutely no source of 
income. But now begins the hard 
work of making up that deficit in 
revenue.” 

Modi is currently juggling work 
schedules for his fully vaccinated 
staff, struggling to make up for 


happy hour revenue lost to re- 
mote work, and impatiently wait- 
ing for BART to add additional 
trains past 9 p.m., so that those 
in the East Bay can partake in 
OMG's festivities. The way he sees 
it, all these challenges make it feel 
like “opening up your businesses 
all over again.” 

Hurdles such as these are just 
another tricky clause in the Faus- 
tian bargain made by those in the 
nightlife industry, according to 
Bruno. “It doesn’t pay well, and 
it’s a lot of work for the pay, but 
I'd rather do this than work in a 
cubicle at an insurance company,’ 
he says. 

Yet, even as Modi clings to the 
fond memory of going to bed at 
a reasonable hour these past 15 
months instead of at 4a.m., he 
feels an overall sense of relief and 
is confident that business will 
bounce back thanks to his loyal 
community following. 

“Having been through the 
1980s, not in San Francisco but 
elsewhere in the world, the coro- 
navirus pandemic felt similar to 
the HIV/AIDS crisis. Bars are a 
‘safe space’ where people congre- 
gate and get to know each other, 
and COVID-19 — like HIV/AIDS 
— put a stop to it. One of the key 
roles of gay bars, espcially in cir- 
cumstances like these, is to pro- 
vide a supportive envrionnment 
where people can see familiar 
faces, hug each other, and feel a 
sense of belonging again.” 

And while his feet may hurt 
after months away from the job, 
Bordeleau is grateful that busi- 
ness is strong and that people are 
eager to hear live music. 

“To see the joy on people’s fac- 
es when they’re in the room, let 
alone when the first song of the 
band hits, and the joy on the mu- 
sician’s faces when the audience 
applauds — That part has been 
rewarding, uplifting and just real- 
ly amazing,” Bordeleau says. 

Ultimately, one month into 
reopening, the joy of returning is 
tinged with its fair share of nag- 
ging doubts. For his part Modi 
hopes to use this long-awaited 
moment as a call to action. “Now 
is the time to go out, meet peo- 
ple, and support your local bars,” 
he says. 


Sienna Barnes is an intern at SFWeekly. 
© @is_nenaB 
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KINGDOM 
of Dumpling 


30 Kinds of Dimsum: dumplings, pancakes, 
potstickers, and much more. 


Open for Take-Out & Delivery 
415-566-6143 


(Doordash, Ubereats, Postmates, and Grubhub) 
1713 Taraval St., San Francisco 


Weel 
Vi 


ASIAN AMERICAN» 
Food Company 


Frozen dumplings and dimsum available. 
Cook at home, convenient, tasty. 


Open for Take-Out 
415-665-6617 


2048 Taraval St, San Francisco 


GEQLIA 
CREF: 


a 
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Dumpling Park 7KBe= i 


Local home-style, corner gem. 


Plenty of dumplings to choose 
from! Frozen Dumplings: Buy 5 
Get 1 Free. 


DINE IN or 
TAKE-OUT 


1309 9th Avenue, SF CA 94122 


ORDER ONLINE WITH DOORDASH, 
GRUBHUB, & UBEREATS. 


415-702-6108 


NEVER STOP 
EXPLORING 
DUMPLINGS 
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We are livingina time of great opulence. 


BY VERONICA IRWIN 

F THE NAME “Dorian” conjures 
images of earthly delights and 
richly appointed interiors in 
your mind's eye, rest assured 
you are not alone. Perhaps Oscar 
Wilde’s novel, The Picture of Dorian 
Gray, is to blame. 

But it might also have some- 
thing to do with noshing on 
baskets of truffle fries and gold- 
leafed hamburgers while sur- 
rounded by mid-century modern 
lines and ornate, late-19th cen- 


Gold-Leated Burger 


tury flourishes. That’s what you'll 
find at The Dorian. 

As a New American restaurant 
located on the Marina’s tony 
Chestnut Street corridor, The 
Dorian checks all the upwardly 
mobile Millennial boxes — blend- 
ing elevated pub food with tradi- 
tional white tablecloth offerings 
and signature cocktails, served 
in a setting that reminds one of 
what it might look like if West 
Elm and Restoration Hardware 





had a home birth inside one of 
The Painted Ladies. 

On a recent visit, I enjoyed 
my burger and side of umami 
sauces whilst admiring the lime 
green damask patterned cur- 
tains, honeycomb subway tile, 
and minimalist pendant lamps. 
The restaurant’s teal walls and 
gemstone colored lighting create 
a comforting, closed-in feel; the 
vaulted ceilings and artificial 
plants floating a few feet from 
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the ceiling prevent that coziness 
from becoming claustrophobic. 

In the wake of San Francisco's 
reopening, the restaurant, which 
originally opened in 2016, is now 
serving food six days a week. Din- 
ner is available Tuesday through 
Sunday, you can stop in for lunch 
on Fridays, and a brunch menu is 
available on Saturday and Sunday. 

In an effort to remind San 
Franciscans of the joys of good 
food and drink, The Dorian has 
introduced a “Golden Hour” menu 
— available from 4 p.m. to 6 p.m., 
Tuesday through Friday — com- 
plete with a selection of specialty 
cocktails and food at happy hour 
prices. They also have plans to de- 
but an “experiential menu,” which 
will give patrons the opportunity 
to paint with wine and espresso 
pigments, enjoy tarot readings, 
and play dominos or liar’s dice. 

In addition to the Wilde Burg- 
er — a sumptuous assemblage of 
Wagyu beef, bone marrow torchon, 
dijon-truffle aioli, local watercress, 
and pickled red onions served on a 
24-carat gold sweet brioche bun — 
my companion and I also enjoyed 
the truffle fries and a local burrata 
complete with peas, fennel, and 
fresh strawberries. That burrata 
has since sent me on a quest to 
discover all of the other ways one 
can combine fruit and peas, a 
combination I never expected to 
taste so refreshing. Other options 
we nearly chose include the Ahi 
Poke Tacos, Dorian Chicken Sliders 
(topped with a charred jalapeno ai- 
oli and cabbage slaw), and the Hog 
Island Sweetwater oysters. 

Choosing the Wilde was not 
easy, as other options like the 
seared, tandoor-rubbed salmon 
and prime filet mignon, were diff- 
cult to pass up. The burger came on 
an extra-large plate, surrounded 
by what appeared to be a lifetime 
supply of garlic fries. Some might 
say grinding up Wagyu and plac- 
ing it between two buns — gilded 
though they may be — is sacrilege. 
If that is so, you may count me as 
a gleeful sinner. I am salivating 
even now as I think about the juicy 
patty intermingling with the tart 
pickled onions. The entire experi- 
ence is ridiculously decadent, as 
flakes of gold stuck to my fingers 
and bone marrow dribbled down 
my chin. Who knew eating a burg- 
er could be so lavish? 

The cocktails account for the 
menu's most whimsical offer- 
ings. Here, again, we encounter 
the meeting of “high” and “low” 





Local burrata with peas, fennel, and fresh strawberries. 


The entire experience is 
ridiculously decadent. Flakes 
of gold literally stuck to my 
fingers. Who knew eating a 
burger could be so lavish? 
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culture in a Nerds candy-topped 
All Day Frosé — The Dorian’s 
most popular signature drink. 
Surprisingly, the Nerds aren't just 
for show, and melt as the slush 

of the rosé does to add a subtle 
sugary-sour kick. The second 
cocktail we sampled was the Don 
Juan, a delightful tequila-based 
cocktail with a rim of tajin and the 
added kick from a few drops of a 
chili tincture. Though The Dorian 
isn't the first restaurant to serve a 
spicy, tequila-based drink, the fact 
that the liquor is balanced with cu- 
cumber juice keeps this particular 
iteration light and refreshing. 

For dessert we enjoyed a gluten 
free brownie topped with vanilla 
gelato — an option that doesn’t 
appear on the restaurant’s online 
menu, but is absolutely worth ask- 
ing for. The restaurant's executive 
chef, Lee Levig Jr., is clearly an 


expert in every course of a meal, 
managing to tie together a wide 
range of flavor options into a co- 
hesive menu. Before The Dorian, 
he worked at other reputable 
establishments like Bradley’s Fine 
Diner in Menlo Park and the tropi- 
cal-themed favorite Palm House. 

Despite it’s credentials, The 
Dorian’s playful gilded aesthetic 
touches and spirited reinventions 
of upscale bar food make it feel 
like anything but the stuffy, up- 
stairs attic the restaurant’s name 
recalls. That’s also reflected by the 
restaurant’s hours: open until 2 
a.m. on the weekends, the spot is 
a good choice for dinner, a night 
out, and brunch the next day. And 
thankfully, there’s no portrait here 
to record your sins. 


Veronica Irwin is a contributing writer. 
© @vronirwin 


UIMJ| PI1UOIA/\ 


SAN FRANCISCO 
38 Ellis Street e San Francisco, CA 94102 ¢ 415-956-2139 





Monday - Saturday 9am - 8pm / Sunday 10am - 8pm 
Take-Out Or Delivery Still Available 


JOIN US FOR HAPPY ee — 


Since 1980 | 
[ave(oo\ars. Outdoor 
meus Nightly — 
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DoorDash 
Grubhub 


Postmates 
Uber Eats 


TAKE OUT 
& DELIVERY 


(415) 921-7600 


3166 Buchanan at Greenwich | (415) 921-7600 


Fj @brazenheadsf 


brazenheadsf.com 
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t retail pot shop. _ BY ZACK RUSKIN 


ETWEEN THEM, COUS- 

INS Keena Middleton, Eric 

Grayson, and Charles “CT” 

Toney II have pretty much 
seen it all. As longtime San Fran- 
ciscans, the three have stuck to- 
gether through the loss of loved 
ones, periods of mental illness, 
and the long grind towards open- 
ing the first recreational dispensa- 
ry in the Park Merced area. 

Even the name of their new ven- 
ture is a testament to hardship and 
perseverance. 

“Flight is a brand that I came up 
with many, many years ago, after 
my mom passed,” Grayson explains 
during a recent call with SF Week- 
ly. “It’s a tribute to my mom. She 
got cancer, and before she passed, 
we took her all around the world.” 
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Family is a key tenet of every- 
thing Flight strives to be. Though 
Toney is technically the one who 
holds the social equity license, all 
three cousins each individually 
meet the criteria. As someone with 
a traditional (unlicensed) grow, it 
was Grayson who gathered the trio 
together to propose they join forc- 
es on a fully legit effort. 

“I was still doing street shit and 
bringing it around my cousins 
while they were doing positive 
stuff,” Grayson says. “It just got 
to the point where it was like, no 
matter how long it takes, let’s try 
to do this thing legal.” 

According to Grayson, things 
started getting serious after he 
spoke with his landlord about his 
desire to file a claim of non-com- 
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pliance with the city. Following 

the success of Prop. 64, the idea 
was that non-compliance claims 
would serve as an opportunity for 
unlicensed growers to “come clean” 
in exchange for amnesty. But while 
both Grayson and the owner of an 
undisclosed warehouse had long 
been on the same page about using 
the space to grow pot, they did not 
see eye-to-eye on being transpar- 
ent about the operation. 

Grayson’s landlord told him he 
was welcome to do as he pleased, 
but said he’d need to start looking 
for a new place to grow. Fearing 
the consequences of continuing to 
fly under the radar, the cousins ul- 
timately opted to file the claim. 

Grayson and his family avoided 
legal repercussions for their gue- 
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rilla cannabis operation, but the 
decision came with some collateral 
damage. 

“We still lost everything,” 
Grayson says. “The entire business 
was lost; all money and equipment 
had to be liquidated.” 

From there, the path to opening 
a legal dispensary would not be 
an easy one. Upon initiating the 
process of obtaining a social equity 
license, the cousins ran into their 
first major obstacle: a requirement 
that applicants provide proof of a 
lease for their proposed business. 

Tasked with applying to po- 
tential properties, Charles “CT” 
Toney estimates he was forced to 
consider over 150 buildings before 
finally signing a deal on their new 
home at 61 Cambon Drive. Over 
and over again, he says, he’d put 
on a suit and make his pitch — 
one that emphasized his business 
background as well as his insider 
knowledge of the local community 
and cannabis industry. 

He even went so far as to hire 
some pricey real estate consultants 
to, as he puts it, “tell me what to 
say. Yet even as he did his best 
to ensure no boxes were left un- 
checked, the results were always 
the same. 

“They would come back at me 
with something impossible,” Toney 
says — ‘for us or for anybody in 
our position. They'd ask to holda 
million dollars or they’d want you 
to pay for a year of rent upfront.” 

At first, Toney thought the issue 
might be specific to San Francisco 
and its record-breaking real estate 
market. But then he asked a white 
friend of his to take his plan and 
apply to some of the properties 
that had made such massive de- 
mands of Toney and his cousins. 

“He went to one and they told 
him it would cost first and last 
month’s rent and a $30k security 
deposit. They basically told him he 
could get started for around $60k 
or $70k after they told me it would 
be $1 million.” 

Systemic injustice of this nature 
is exactly what Toney, Middleton, 
and Grayson now hope to help 
correct with Flight, which will host 
its grand opening on Saturday, 
July 17. 


Dispensary Prepares for Takeott 


In the time it’s taken the cous- 
ins to get Flight up and running, 
for instance, they’ve noticed 
that some of the struggles they 
endured have at least shown regu- 
lators where improvements in the 
process are sorely needed. 

“T think a lot of what we went 
through has helped to fine tune 
the experience for people who are 
starting today,’ Middleton says. “If 
you apply now, [instead of a lease] 
you only need a letter of intent, 
which is much easier to get. That 
would have helped us greatly but 
at least now it’s helping someone. 
That’s all that matters.” 

This optimistic perspective is 
more than a mindset for the cous- 
ins: it’s also an upcoming brand 
they'll be debuting at Flight. 

Though an official timeline is 
still forthcoming, Toney — who 
often “preaches on the power 
of positive vibes,” according to 
Grayson — says the line, dubbed 
Positive Vibes, will feature both 
flower and health-focused edibles 
once it launches. 

Toney’s stated desire for Positive 
Vibes — to focus not only on phys- 
ical well-being but also on mental 
health is a gesture of extra special 
significance to Grayson. 

“T don’t put this out there too 
much,” Grayson says, “but I’m 
bipolar and I also suffer from 
extreme PTSD. I’ve tried to kill 
myself twice. Cannabis is what got 
me off of Lithium and off Loraze- 
pam. I’m going on like seven years 
now with no medication, so when 
CT told us that he wanted to make 
something that’s good for people 
and for their minds, Keena and I 
were like, “That’s deep. Let’s do it.” 

“At the end of the day,” Toney 
adds, “we want to help people. We 
want to be an example to young 
Black kids. We want them to see 
that you don't have to be on the 
streets. You don’t have to do that 
stuff. Don’t fall today. We want to 
be a light for the youth, to show 
them that you know you can do 
something legal, and be successful 
at it, and provide for your family.” 


Zack Ruskin covers cannabis for SF Weekly. 
© @zackruskin 








ORDER TO SHOW CAUSE 
FOR CHANGE OF NAME 
Case No. CNC-21-556396 

Superior Court of California, 
County of SAN FRANCISCO 
Petition of: XINRAN HUANG 
for Change of Name 

TO ALL INTERESTED 
PERSONS: 

Petitioner XINRAN HUANG 





filed a petition with this court 
for a decree changing names 
as follows: 

XINRAN HUANG to LUOQI 
HUANG 

The Court orders that all 
persons interested in this 
matter appear before this court 
at the hearing indicated below 
to show cause, if any, why the 
petition for change of name 
should not be granted. Any 
person objecting to the name 
changes. described above 
must file a written objection 
that includes the reasons 
for the objection at least two 


court days before the matter 
is scheduled to be heard and 
must appear at the hearing to 
show cause why the petition 
should not be granted. If no 
written objection is timely 
filed, the court may grant the 
petition without a hearing. 
Notice of Hearing: 

Date: JULY 29, 2021, Time: 
9:00 A.M., Dept.: 103N, Room: 
103N 

The address of the court is 
400 MCALLISTER STREET, 
SAN FRANCISCO, CA 94102 
A copy of this Order to Show 
Cause shall be published at 


least once each week for four 
successive weeks prior to 
the date set for hearing on 
the petition in the following 
newspaper of general 
circulation, printed in this 
county: SAN FRANCISCO 
WEEKLY 

Date: JUNE 14, 2021 
SAMUEL K. FENG 

Judge of the Superior Court 
6/24, 7/1, 7/8, 7/15/21 
CNS-3483160# 

SAN FRANCISCO WEEKLY 


ORDER TO SHOW CAUSE 
FOR CHANGE OF NAME 
Case No. CNC-21-556395 

Superior Court of California, 
County of SAN FRANCISCO 
Petition of: LIYA XIAO for 
Change of Name 

TO ALL INTERESTED 
PERSONS: 

Petitioner LIYA XIAO filed a 
petition with this court for a 
decree changing names as 
follows: 

LIYA XIAO to YUYUN XIAO 
The Court orders that all 
persons interested in_ this 
matter appear before this court 


at the hearing indicated below 
to show cause, if any, why the 
petition for change of name 
should not be granted. Any 
person objecting to the name 
changes described above 
must file a written objection 
that includes the reasons 
for the objection at least two 
court days before the matter 
is scheduled to be heard and 
must appear at the hearing to 
show cause why the petition 
should not be granted. If no 
written objection is timely 
filed, the court may grant the 
petition without a hearing. 


Notice of Hearing: 

Date: JULY 27, 2021, Time: 
9:00 A.M., Dept.: 103N, Room: 
103N 

The address of the court is 
400 MCALLISTER STREET, 
SAN FRANCISCO, CA 94102 
A copy of this Order to Show 
Cause shall be published at 
least once each week for four 
successive weeks prior to 
the date set for hearing on 
the petition in the following 
newspaper of general 
circulation, printed in this 
county: SAN FRANCISCO 
WEEKLY 
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Date: JUNE 14, 2021 
SAMUEL K. FENG 

Judge of the Superior Court 
6/24, 7/1, 7/8, 7/15/21 
CNS-3483159# 
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EMPLOYMENT 


Sirius XM Radio Inc. (Oak- 
land, CA) seeks Sr. Scientist 
to create Ing-trm value for 
SXM’s advrtsng biz by pur- 
suing appld rsrch on con- 
sumr behavr & advrtsng 
mrkt dynmcs. Areas of intrst 
may incl measrng advrtsng 
effctvnss, optmzng SXM’s 
mrktng spend, measrng 
impct of advrtsng on con- 
sumr listening behavr, settng 
prices for var types of 
advrtsng, & mrkt dsgn for di- 
git! audio advrtsng. Dsgn & 
anlyze fld exprmnts, in addn 
to pursuing econmtrcs 
dsgnd to exploit naturl data 
variatn. Presnt rsrch_ at 
acdmc conferencs & submt 
papers to acdmc_ journis. 
Reqs PhD in Economics or 
closly rltd fld +1yr exp in 
offrd pos or as Scientist or 
Grad Student Instrctr in Eco- 
nomics. 3 mnths of reqd exp 
mustve incld usng economc 
theory, incl appld  eco- 
nomtrcs &  behavrl  eco- 
nomcs, to dsgn & implmnt 
rsrch prjcts about digit! audio 
advrtsng; anlyzg big data 
usng Causal inference 
tchngs, economtrcs, & ma- 
chine Irng tchngs; progrmmg 
w/ SQL, R, Pythn or othr 
scntf¢c comptng language; & 
presntng rsrch to acdmc & 
nonacdmc audiences. Will 
accpt telecommutng from 
any location in U.S. Apply 
online at 
www.siriusxm.com/careers. 










soundcloud.com/ 
sfweeklypodcast 


EMPLOYMENT CONSTRUCTION 





Span.lO in San Francisco, 
CA seeks Principal Software 
Eng. Mail resume _ to 
Span.lO, Attn: Angela, 5235 
48th Ave SW, Seattle, WA 
98136 quoting job #PSE14. 





ANNOUNCEMENTS 











PrototypeSF, LLC seeks 
certified Space Cadet to go 
back in time with us. This is 
not a joke. Compensation 
will be paid upon return to 
2021. Must bring own weap- 
ons. Up to 162% travel re- 
quired. Possible future 
benefits. StartUp experience 
preferred. First-person travel 
insurance optional. To AP- 
PLY call: 415-681-3319 


HAULING 


CHEAP HAUL Clean Up, 
garage, yard, dem, lite mvg 
Lic # 29572 650-583-6700 


HAULING 24/7 Remove 
carpet, appliances, sofas, 
concrete. Large Truck. 
BILL 415-441-1054 










































MARK LIU 
CONSTRUCTION CO 


General Building Contractor 
Kitchen ¢ Bath * Additions 
Decks ¢ Stairs * Siding 
Plastering * Painting 
Plumbing ¢ Electrical & More 


18 Years Experience 
Reliable 
Affordable 
English & Chinese 
Free Estimates 


419, 730-1010 


Lic #861780 Insured/Bonded 





CONSTRUCTION 


Remodel & Repair 
Kitchen, Bath, Painting 
Stucco, Siding, 
Windows 
Seismic, Foundation 
Lic #582766 


Bonded, Insured 
Call Mike 415-279-1266 





o 
ROOFING INC. 
COMMERCIAL e RESIDENTIAL 
ALL TYPES OF ROOFING 
SHEET METAL WORK 
SKYLIGHTS 
Best Price ¢ Best Work 
Best Service 
Sr. Disc ¢ Free Est ¢ Lic#937035 


650-589-2775 
650-343-6671 





HERNANDEZ ROOFING 
New & Re-roof, repairs. 
Free Estimate 


Lic # 860945 
CALL 415-640-7536 








HANDYMAN 


Specialist in Home Re- 
pairs (Plumbing, Elec, 
Roof, Dry Wall, Firs, 


Tile, etc.) No Lic. 
Manny 415-850-9326 








INTRODUCTION 
SERVICES 








* FREE Partyline 24/7** 
“Free 10n1 8-9PM daily” 
415-691-3100, 925-953- 
1001 or WebPHONE on 
LiveMatch.com 


Advertise in 
SF WEEKLY 
Classifieds. 
Call: 
415-359-2600 












Versatile Latina 
Escort Service 


S{siWfo) 217), ere B)D). 
8” functional 


oakland, lake merrit 


Call: 415-359-2600 
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Stories live on. Tell theirs. 


Share your loved one’s story. 
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ROUND BARN 


ROSA 





SANTA 


Nestled in the hills of Fountaingrove, City Ventures’ new community Round Barn is just a short jaunt to the 

Russian River, Trione-Annadel State Park, and the Fountaingrove Club. Or taking a more relaxed outing 

is easy when your new home is in one of California’s too food and wine destinations, home to more than 
425 wineries ranging from rustic to regal. 


Don’t miss your opportunity to own your new home at Round Barn. 


SOLAR TOWNHOMES IN FOUNTAINGROVE | 1,746-1,884 SQ. FT. | 3-4 BEDROOMS | 2.5-3.5 BATHS 
COMMUNITY AMENITIES INCLUDE POOL, SPA, CABANAS, CLUBHOUSE, PARKS, PLAYGROUND, COMMUNITY GARDEN 
FROM THE LOW $600,000s 


RussianRiverLiving.com | 707-657-3353 | 208 Semillon Lane, Santa Rosa, CA 95403 





@ 
eRe 
Be All renderings, floor plans, and maps are concepts and are not intended to be an actual depiction of the buildings, fencing, walkways, driveways or landscaping. Walls, 
O windows, porches and decks vary per elevation and lot location. In a continuing effort to meet consumer expectations, City Ventures the right to modify prices, floor plans, 
‘ specifications, options and amenities without notice or obligation. Square footages shown are approximate. *Broker/agent must accompany and register their client(s) with 
City Ve NtuU res the onsite sales team on their first visit to the community in order to be eligible for any broker referral fee. Please see your Sales Manager for details. ©2021 City 


Ventures. All rights reserved. DRE LIC # 01979736. 
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